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Introduction

Smartphones have simplified many things for shoppers. On-demand delivery apps, shop-
ping list apps and the like take much of the hassle out of grocery shopping for millions. The 
challenge is now for CPG brands and retailers to leverage that consumer affinity to deliver 
highly sophisticated and complex mobile experiences that feel simple and intuitive for cus-
tomers. For many CPG brands and retailers, Mobile is a completely new, uncharted channel. 
Mastering it in an industry that’s notoriously competitive and margin sensitive requires an 
innovative, personalized approach very different in form and function from the Sunday “cir-
cular” and similar staples of the industry.

CPG has long been thought of as a proving ground for Marketers because the supermar-
ket aisle stages a ruthless battle where things like “Product, Place, Promotion, and Price” 
compete for an unfair share of consumers’ wallets every week-- and both Brand and Retail 
“Profits” hang in the margin. 

Applying many of those same merchandising principles to the Mobile sphere may deter-
mine winners and losers in both the Mobile Battle Royale as well as overall business fight 
for dominance as brick-and-mortar retailers seek to deliver experience and service to blunt 
the offerings of Amazon, Walmart and online providers who will often win on price. 

Making Smartphone offerings not just an extension of CPG and Grocery brands but an evo-
lution of it not only seems wise, but also may be mission critical.

“Even with the emergence of connected objects that send notifications, smart-
phones will remain the primary interface in which consumers will personalize their 
digital experiences. Smartphones will become the hub of most interactions be-
tween a brand and its customers. In the next five to 10 years, consumers will use 
smartphone apps to define and control the communication environment in which 
brands can interact with them.” (Forrester Research, Inc., Upgrade Your Marketing 
Plans With Push Notifications And In-App Messaging, September 15, 2015). 

So how can brands at Retail capitalize on moments to engage customers and influence 
them on their path to purchase? 
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What the People Are Saying.
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People are still in the aisles. 
74% of people shop at a grocery store or drugstore once per week or more with 45% shop-
ping two or more times in a week. Only 3% of people don’t shop at a grocery store or drug-
store in an average month.  48% of 35 to 44-year-olds shop two or more times in a week 
compared to only 29% of 18 to 24-year-olds.  94% of people typically shop in-store for gro-
cery and drugstore items, 8% shop via a mobile app or mobile web and 6% shop online via 
desktop or laptop. 9% of 18 to 24-year-olds typically shop via mobile apps or mobile web 
compared to only 3% of people who are 65-years-of-age or older. 

All channels are not created equal.
People prefer to get coupons and offers for grocery store and drugstore items via direct 
mail (37%), email (29%) and in-app messaging (18%).  Women are more likely to prefer 
receiving coupons and offers via in-app messaging compared to men (20% compared to 
14%).  The most common ways people learn about new grocery or drugstore products are 
through online ads or content (44%) followed by weekly direct mail (41%), family or friends 
(28%) or mobile app messaging (19%). 

Smartphones are a critical part of the path to purchase. 
44% of people use their smartphone always or most of the time while in-store shopping at 
grocery or drugstore locations. Only 10% of people never use their smartphone while shop-
ping in-store. 25% of women always use their smartphone while shopping compared to just 
19% of men. Nearly 90% of respondents said they use their smartphone for any grocery/
drugstore shopping activities. People use their smartphone for grocery and drugstore activ-
ities like researching promotions and coupons (50%), making shopping lists (37%), compar-
ing product pricing (34%), researching products (31%) and  finding new recipes (25%).  Only 
5% of people use their smartphone to order groceries online or via an app. 12% of people 
don’t use their smartphone for any grocery/drugstore activities. 56% of women use their 
smartphone to get coupons and offers compared 38% of men. 

To gain a better understanding of how smartphones are impacting people’s decisions, 
we surveyed our network of members about how they use their smartphone while 
shopping at Retail and their preferences.  We heard from over 5,000 smartphone users 
across all demographics.



Mobile apps are here to stay. 
75% of people have one or more grocery store or drugstore apps on their smartphone with 
39% of people having two or three apps and 28% of people having three or more. 25% of 
people don’t have any grocery store or drugstore apps.  69% of men have a grocery or 
drugstore app on their smartphone compared to 78% of women.  Those people who do 
have grocery store or drugstore apps would like to see app features like notifications for 
digital coupons or weekly specials (66%), the ability to earn loyalty points or rewards (65%) 
or link a loyalty card to the app (54%), the ability to check prices (50%), personalized con-
tent based on the products purchased the most often (24%) or convenient one click re-or-
dering from past purchases (14%). Compared to men, women value features like finding 
digital coupons and offers (+12%), earning loyalty points and rewards (+14%), linking loyalty 
cards (+8%) and personalized content based on the items purchased most often (+6%).

What it Means for Brands

The debate over whether apps or websites are the best investment is a non-starter; you 
need both. Customers still want their traditional desktop experience while at their desk or 
on their laptop at home, but are turning to smartphones for convenience and real-time 
answers when they are on-the-go. That being said, the web experience cannot be refor-
matted for the small screen. Brands need to offer an engaging, easy to navigate mobile 
experience that provides value to customers in real-time. And that means a unique, person-
alized experience for each shopper.  Customers come in all shapes and sizes and their 
experience with a brand should be tailored to their preferences and past behaviors with 
first-party data from apps.  For example, when a customer opens the app, their interface 
should feature frequently purchased products that are on promotion that week or a re-
minder to pick up paper towels since they haven’t purchased them in two weeks.

Frequent shoppers should be acknowledged for their loyalty -- and be treated differently 
than a once a month shopper.  To inspire loyalty, brands should think outside of the points 
for transactions model by developing a program that truly benefits their most frequent 
customers and inspires new customers to continue to shop with them.  For example, after a
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new customer’s first transaction send a  push notification to thank the person for the pur-
chase and offer the opportunity to take a brief survey about how she discovered the brand 
in exchange for 20% off her next purchase. Or send a longtime customer an in-app mes-
sage when he trips a beacon to alert him about a sale item he frequently purchases. 

Traditional, batch-style marketing cannot be applied to mobile. Brands need an agile ap-
proach to engage customers who are moving at the speed of convenience and want re-
al-time, personalized experiences in exchange for their loyalty. 

Smartphones represent the nearly limitless opportunity for CPG brands to forge genuine 
relationships with the consumers of their products. By putting everything from offers to 
recipes to how-tos to social forums inside an app (as well as websites and other forums) 
CPG brands can make the formerly anonymous audience known, and motivate high-value 
behaviors through meaningful personalization of offers, content and experiences at Retail.
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Methodology

SessionM’s research is based on data compiled data from of over 5,000 mem-
bers, as well as the billions of data points from SessionM’s proprietary mobile 
audience intelligence platform. The survey & platform data were collected from 
March 17th - 20th, 2016.

About SessionM

SessionM’s Mobile Marketing Cloud is a SaaS-based platform that makes it possi-
ble to instantly gather actionable insights, ensure intelligent messaging and max-
imize customer loyalty. We integrate mobile marketing automation with personal-
ized messaging and data management - giving your brand a single view of your 
customer and all the tools to act in real-time at the moment of impact.

For more information on SessionM, visit www.sessionm.com
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